INTRODUCTION
Ecological factors force transformations in the volume of food production and consumption. Growing negative changes cause a deterioration in food quality, which makes people select organic and eco-intelligent food. In the last fifty years, primary and ready-made organic products have caused a growing interest among people who are concerned with their health. The lack of an eco-food supply has worried consumers in European countries since the 1980s (Fotopoulos & Krystallis, 2002a) . Researchers examining consumer consciousness in Greece have identified three criteria of consumption: health, environmental, and exploratory behavior (Fotopoulos & Krystallis, 2002b) . Mikkelsen, Kristensen, and Nielsen (2002) found that plenty of consumers from Finland and Norway have not used eco-products for the last twenty years despite the favorable ecological conditions of Nordic countries. Therefore, state agencies of various European countries have begun to take into consideration issues of health nutrition. Within the evolving discussion of ecological product consumption in Europe, the Finnish welfare service, funded by local municipalities, plays a vital role in public catering (Lehtinen, 2012) . Moreover, it is essential to give chil-
LITERATURE REVIEW
The focus of recent research has been on the topic of consumer preferences for environmentally friendly products, which include organic and eco-intelligent production. Due to the development of a significant number of small local catering businesses around the globe, entrepreneurs direct considerable efforts toward brand awareness. This makes the food market increasingly ecologically conscious (Laroche, Bergeron, & Barbaro-Forleo, 2001 ). The empirical results obtained by Cheuah and Phau (2011) suggest that eco-literacy, interpersonal influence, and value orientation relate directly to ecological products. Consumers search for and buy products that will satisfy their needs because of the growing environmental pollution. Moser (2016) emphasizes that concerns for the environment make self-reported purchasing behavior more globally oriented. When consumers select "clean products", they support the growth of organic production and the effective usage of land resources. Nevertheless, production costs play a vital role in making decisions for entrepreneurs and farmers. They contribute to higher prices for eco-foods to generate a net profit that makes people reject the purchasing of eco-products. Haws et al. (2014) have found that consumption values depend on environmental, financial, and physical resources. Consumer analysis shows that a consumer makes his or her decision based on the price and health parameters of the product. Bei and Chiao (2001) include these two parameters in the consumer behavior model and the element "service quality". The problem with this approach is that most customers evaluate a catering business according to its set of services provided, such as packaging, freezing, and slicing. A modern customer wants to get a personalized order to meet his or her individual needs. It is unfair not to mention that taste plays an essential role in consumers' decision-making process. Many attempts have been made to research consumers' evaluation of taste parameters. Naspetti and Zanoli (2009) have compared consumer opinions on the taste of both organic and conventional foods. They assert that "genuine taste" is the most essential criterion to buy organic foods among others. Recent evidence shows that consumers associate a good taste of organic products with "clean" and fresh food (Hjelmar, 2011 ). Paul and Rana (2012) calculated that 45% of respondents are satisfied with organic food and only 3% are "somewhat dissatisfied". Many consumers believe that eco-intelligent products are tastier than conventional ones. Lee, Shimizu, Kniffin, and Wansink (2013) conducted an experiment in which participants evaluated the taste of organic products presented as both organic and conventional. Unknowing members evaluated "organic" food as lower in fat and calories. Therefore, Lee and Yun (2015) emphasized that it would be efficient to offer clients taste foods at stores.
For the past several years, considerable effort has been devoted to developing a model of consumer satisfaction. A customer selects a place of purchase after he or she has evaluated several options of a product or a service (Reardon & McCorkle, 2002) . To compare the options, a customer analyzes visible criteria before and after buying (Grunert, 2002) . He or she searches for both product and purchasing services. While some people prefer to look for premier products and cook at home, others like eating prepared meals in a culinary café or a restaurant. Nevertheless, food safety is a crucial factor for most consumers. The willingness to pay for value-added products directly correlates with the quality and safety of food (Grunert, 2005) . The nature of product values develops further consumer's choice (Shaw et al., 2005) . Several researchers have demonstrated age-and gender-based differences among consumers when they make decisions. Recent scientific results show that creating social loyalty to eco-foods should begin during school years to develop an ecologically conscious generation. School education of ecological products forms a new market segment among students. To select the necessary product, students need to evaluate products according to their experience (Newson, 2004) . This may help local education authorities to promote the importance of eco-food nutrition among youth.
A consumer model is influenced by the gender identity of consumers. However, most studies to date have not considered the effect of consumers' gender on the decision-making process. Bakewell and Mitchell (2003) studied "Female Generation Y" and explained that women make their decision according to five key factors: recreation, discounts, loyalty, fashion, and time. There is a notion that women tend to socialize more and to choose products based on their mood and emotions. Kidwell et al. (2008) worked out an evaluation of personal consumer behavior in relation to emotions. The special analysis evaluates a selection of products based on the 18-item scale. A woman researches a product according to her in-store and prior experiences (Granot, Greene, & Brashear, 2010) . Therefore, a female model of consumer behavior mirrors biased criteria of decision making, such as pleasure time, courtesy of store assistance, and personalized services.
In a growing digital community, a consumer makes a decision according to a group experience, based on previous customers' feedback. Users surf the Internet to find positive or negative reviews about a product, its nutritional content, and way of usage. They obtain knowledge about a product from unknown individuals. Therefore, there is an uncertain subjective perception when a consumer researches products using the Internet (Buyukozkan, 2004) . However, conclusive studies on food ordering on the Internet have not been conducted, because few local catering stores use it to offer their products.
Consumers make different choices when they buy various products in various places at various times (Talluri & Van Ryzin, 2004 ). An individual decision could vary when a buyer selects some products for lunch and others for dinner. The variability in purchasing time creates delays caused by long waiting lines. To equalize purchases during a day, most local stores use various brand promotional instruments. Coupons and in-store discounts help to increase loyalty to the brand and share information about brand advantages (Viswanathan, Rosa, & Harris, 2005) . Moreover, the usage of total order management creates benefits in supply chains. A combination of market opportunities and knowledge about consumers are suggested to be competitive advantages for a catering store. An evaluation of customers' loyalty basis leads to an improvement in brand attractiveness causing customers to make more purchases and recommend a store (Sirohi, McLaughlin, & Wittink, 1998) . Based on the literature review, there are various reasons for consumer decision making, such as safety, satisfaction, emotion, feedback, and time. The more a business owner knows the behavior model of a consumer, the more clearly he or she foresees market changes, which in turn, could lead to increased sales.
AIM AND TASKS
The aim of the article is to investigate consumers' behavior using an example of a local company that offers eco-intelligent food. This type of product addresses the peculiarities of the eco-food market. Several recent studies have been done examining a theory of eco-intelligent food consumption. However, two following practical questions related to catering were left unanswered: Do consumers pay attention and select the eco-food from other types of food in a local culinary store? Who is a typical customer of a culinary store?
To answer these questions, there are following research tasks: 1) to evaluate customers' loyalty to a brand that offers eco-intelligent products among local residents;
2) to examine customers' motivation to visit a culinary store;
3) to reveal consumer preferences for eco-food; 4) to ground the necessity to expand eco-food variety;
5) to describe a consumer behavior model to develop another management strategy.
METHODS
In order to study peculiarities of various segments of consumer, two catering stores in different parts of the city have been evaluated. The original name of the brand are not revealed according to an agreement with the business owners. The method of study was an outside questionnaire to collect the necessary information. The survey method used in our study is a face-to-face interview with closed-ended questions, collected by a random sampling technique. Respondents exhibited age, gender, and social variability. The planned sample was 500 respondents from the two catering stores, but 71 forms were excluded because of incorrect and/or incomplete answers. The respondents of the interview were existing and potential consumers inside and outside the stores within a radius of one kilometer. The survey was done from 7:30-10:00 am and 12:00-2:30 pm. The questionnaire consisted of 15 answers in communicative (to establish contact with respondents), general (to reveal the main issues), research (to examine the purpose of research), and final types (to get information about respondents). The classification of questions is based on Starostina's (2012) method.
The SPSS software package was used to analyze the results of the survey and applied empirical statistical methods to group the determinant influence on consumer decision making.
RESULTS AND DISCUSSION
Both stores are in a densely populated urban area, but both are surrounded by diverse business and social infrastructure. The social forces depending of an employment status are the crucial motive of consumer behavior (Zeugner-Roth et al., 2015). From another point of view, a consumer makes his or her shopping trip according to his home or business location (Hunneman et al., 2017) . Employment status and store location cause a light variety of store customers by social groups, and create ground for different strategies to satisfy customers. The results of the research show that most of the 202 respondents from store 1 are employees, state employees, and entrepreneurs because of the convenient location near business centers and state offices. The main consumers of store 2 are students and employees (mostly educators), because store 2 is within walking distance to schools and the university.
Our results show that while students often visit store 2 during peak times, they increase the number of customers standing in line. Therefore, employers prefer visiting the other store. Store 1 presents equal segments of the social groups, but employees and students dominate store 2 and account for 51% of the visitors. Each social groups of customers order various foods. While students do not spend much time there and buy hamburgers, employees prefer to order a set of menu items and eat inside. This fact requires managing an individual schedule for servicing in each store.
To evaluate the quality of services, respondents answered about the store format. Moreover, own-ers divided stores into two sectors, such as culinary and confectionary departments. These departments offer different products and services. While the confectionary department offers only packaged cakes and does not have a cafeteria, the catering sells ready-made food that consumers can eat in store. The distribution of respondents by associative perception is presented in Figure 1 .
Many men (54%), interviewed near store 1, considered the business a confectionary. Only 34% suggest that the store has culinary properties and 7% perceived the store as a café. There was revealed an unusual tendency: almost an equal number of women evaluated the store as a confectionary (37%) or as a culinary store (38%). Only 11% of the women suggested that this store operated as a café. Employees, both men and women, considered catering properties because of their personal needs. Most of the customers visit store 1 for lunch and order a personalized meal. Therefore, they pay attention to the service and the opportunity to eat inside the store. Customers from the store 1 prefer ordering a side dish to buying eco desserts. The one reason for the choice is consumers' desire to eat low-calorie foods. At this point, consumers would like to buy salads, soups, and side dishes, which are cooked in accordance with the rules of ecological technologies. Figure 1 demonstrates that 47% of the men consider store 2 a confectionary, while 34% call it a culinary store. An in-depth analysis of the sales showed that more than 63% of the revenues come from orders of birthday cakes and chocolates. The figure indicates that 34% of the women consider the store a catering store, 27% a confectionary, and 22 a café. Men buy confections and pastries more often. Our data show that a minor segment of customers evaluates store 2 ambiguously and prefers to call it a cafeteria, because this store does not maintain modern facilities, furniture, restrooms, and other necessary elements of a catering store or café. Therefore, an equal number of men and women prefer to eat quickly inside the store. The interviewed respondents emphasize that they do not prefer to buy eco-intelligent food in a cafeteria, because they are not sure about the quality of food cooking and storage.
Our study demonstrates that respondents required additional services to buy eco-intelligent products. It is crucial for them to diversify the menu of eco-products and supply fresh foods. Respondents evaluated the main service criteria by a 5-score scale. The results of the evaluation are illustrated in Figure 2 . Each parameter has received more than 4 points. The results show that the lowest point value was assigned to food quality. The dialogue with respondents revealed their significant negative comments about the services. Some customers claimed that they were forced to refuse their order if meals were served cold during peak hours. Furthermore, customers from store 1 evaluated a proposition of eco-intelligent food as a competitive advantage of the company. The grouping of services by gender segments shows that women mostly prefer eco-intelligent food. Approximately 65% of the women select this option from other types of food. Moreover, the results show that respondents who buy eco-foods choose a diverse menu as a second option. To summarize, the main criteria to visit store 1 were existing eco-intelligent foods, reasonable prices, and personalized ordering. Respondents from store 2 preferred the quick and personalized ordering of eco-intelligent foods. Time management analysis was conducted to calculate the average waiting time in a line per person. The key argument of a long waiting time is the complicated process of ordering. It takes no less than 7 minutes for a store associate to put the meal ordered in a pack, preheat, chop, weigh, calculate the total order, collect money, give change, and put it in a store brand package bag. The ordering time lengthened during a break between the school classes when students were trying to order hamburgers and fruit croissants. Moreover, customers caused a delay when they required more time to make a choice; thus, store associates must provide more explanation and advice about meals to satisfy customers' requirements. Consumers spend approximately 30 minutes in a line, which makes them upset about the service. After the survey, the recommendations to the board of directors and managers were to improve the purchase chain management, which could speed up the ordering process. It is crucial to use a second person for assistance to share some of the duties, such as taking orders from regular customers and making containers, labels, and packages ready. Furthermore, it was suggested that they should change the job duties of the store associates to include offering fresh food to all customers.
Currently, digital marketing technologies provide various opportunities to reduce the ordering and waiting time, eliminate waiting lines in a store, and promote a brand. In digital marketing studies, Freeman et al. (2014) emphasize that the Internet applications increase ordering because of customers' feedback availability, online sales, interactive quizzes, and vouchers. Therefore, if a company offering eco-products develops a website, it can create a software platform for online ordering and picking orders up from a store. While a customer explores such a website, he or she can become more educated about the advantages of organic food consumption, fill his or her cart, and save the time often required for in-store ordering and waiting in a line.
There are more than 200 types of meals in both stores, but managers diversify a complicated list periodically depending on seasons and preferences. To address this issue, respondents were asked about their satisfaction with existing variety and their proposition of the desired changes. Figure 3 illustrates the level of customer satisfaction.
Most respondents were satisfied with the proposed meals (79% from store 1 and 72% from store 2). 89% of these respondents selected eco-intelligent food from other types. This result led us to conclude that most customers meet their needs and satisfy their desire for eco-food consumption.
To modify the selection in the store, the managers should pay attention to the second group of respondents who are possibly satisfied with the set of products (16% from store 1 and 20% from store 2). These people usually buy fast food and notice that it does not meet the requirements for eco-intelligent production. The consumers suggest that frozen products could not be considered an eco-intelligent food. A follow-up discussion with a product manager provided reassurance that fast food sold in the stores is an ecological product. Therefore, the company should develop a new product marketing strategy to inform local residents about food quality and the advantages of organic fast food. At the present time, students are the major consumers of fast food, but they could not evaluate the distinctiveness of eco-products. As mentioned by Nölting (2009), a promotional campaign at schools helps to provide students with information about the advantages of eco-foods. They should know that available eco-products are not limited to only fresh products, but can be presented in a variety of prepared meals. The groups of answers introduce a "wish list" of consumers from both stores. Approximately 20% of the unsatisfied consumers from store 1 would want to buy sushi, pizza, soups, natural tea, coffee, vegetarian salads, and children's menu items. Approximately 28% of the unsatisfied consumers from store 2 order soups, fish, pizza, hot dogs, vegetarian salads, and fresh juices and pies. Rifer and Hamm (2011) have found that juvenile children preferred to consume ready-to-eat pizza more than organic products. They have proposed to expand the organic food list by adding sweets, which make the organic food market more attractive for youth. Beets et al. (2007) described a professional course in a culinary school that provided useful information about the necessity of healthy nutrition. Previous research has demonstrated that culinary courses and other training programs provide opportunities to improve student educational plan by enriching students' professional knowledge and skills with regard to eco-product utility. Therefore, a local educational authority can stimulate organic food consumption through promotional campaigns at schools. Moreover, the young generation could be a key part of society to promote information, communicate, and share knowledge with friends and relatives.
Evaluation of respondents' intention to recommend the eco-intelligent food of the brand to their friends is presented at Figure 4 . 56% of the respondents from the store 1 would recommend and 34% would likely recommend this brand to friends. Doubters were not sure about the food quality and were not satisfied with the existing services.
Our data show that 56% of the respondents liked their experience because of tasty food and quick ordering, 86% were satisfied with the product variety, 98% liked the store location, and 38% were regular customers. Therefore, 10% of the respondents rated the brand negatively and would not recommend store 1 to friends, because their meals were sometimes stale. Moreover, they were not satisfied with the food quality and store location. In-depth research shows that total quality control at every point in the process might help identify non-compliance with food processing standards.
The analysis of the answers related to store 2 demonstrated that 41% of the respondents would definitely recommend the store, while 43% would likely recommend it. Therefore, 140 respondents were identified as potential promoters of store 2 by various criteria. Approximately 67% of the respondents liked the store 2 because of the tasty food and quick ordering, 84% of respondents were satisfied with the food selection, 46% of the respondents liked the store location, and 28% were regular customers who visited the store daily.
School students were completely satisfied with the store location. This result suggests that the product manager should develop a promotion program of eco-intelligent food consumption targeting this age group to increase the number of ecofood consumers. 16% of the respondents evaluated store 2 negatively because of the prevalence of uncooked fresh food and lack of personalized meals. Moreover, these respondents justified their negative evaluation by the overly long waiting time of their order completion that did not fit their lunch schedule. Table 1 summarizes the overall model of consumer buying behavior in relation to eco-intelligent food.
The model describes the prevalent male consumer buying behavior of the store 1 as a man who is younger than 30 years old (56.67%), who is a state employee (22.22%) or a private sector employee (24.44%), and visits the store daily (33.33%), once or twice a week (41.11%) from 8:00 to 9:00 am (14.44%) and from 11:00 am to 2:00 pm (32.22%). Factors that are important for him are reasonable prices (25.25%), meal quality (25.56%), and product variety (17.78%). In contrast, the model of the prevalent female consumer buying behavior is women in two age groups, one is from 20 to 30 years old (46.43%) and the other is over 60 years old (15.18%), who is an employee (25.89%) or a pensioner (retired) (16.96%), and visits the store daily (22.86%) and once or twice a week (39.05%) from 9:00 am to 12:00 pm (46.43%). Key factors for her are the meal quality (22.32%), food selection (21.43%), and reasonable prices (20.54%). 
APPROBATION OF THE RESEARCH RESULTS
The results of the study have been presented at the meeting of the board of directors and management of the company. The authors and representatives of the company have discussed the possibility of market expansion. The results suggest that most local residents were not informed about the existence of ecological food selection offered by a local company. To improve communication with the target groups of the population, management should develop a new advertising strategy involving the education and training of all store associates. Because of the young ages of the most prevalent segments of customers, it could be beneficial for store owners to build a successful social network communication program. Following a six-month campaign of research and meetings with employers, the company's sales have increased by 12%.
CONCLUSION
A wide and diverse variety of prepared food and natural beverages attracts consumers of various age segments to visit a culinary store. The article presents several solutions for improving the services and the promotion of eco-intelligent food to satisfy a typical consumer of the brand. Since the compelling problem of Ukrainian catering is the waiting time in a line, product managers should pay attention to developing additional sitting places in dine-in stores, because it increases the amount of time spent inside and the size of the order. From this point of view, introducing online ordering and payment services in combination with the store pickup or dining in should make ordering easier and faster, as well as reduce lines. In particular, it is crucial to attract more female customers, especially those whose main role is homemaking, to buy eco-products and promote health consumption among their relatives. The company's management should pay more attention to the variety and expand it with natural beverages. Moreover, product managers should improve supply chain management and re-assign the job duties of store associates to speed up the ordering process. Our research has shown that the quality of products may be deteriorating during chopping, storage, or freezing. From this point of view, total quality management should maintain control at every point in the process. Finally, it would be quite useful for the company to build up a new promotional marketing conception for youth. It should educate the young generation about organic and eco-food consumption. An increase in the consumption of high-quality healthy food products by children and young people could lead to the elimination of major public health concerns and overall healthier future generations.
